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How to develop continuously and effectively based on the national culture, has 
become a common concern of China's advertising industry in the context of 
globalization. Under the object of the Chinese elements in the Advertising category, 
and the analysis text of award-winning portfolio in International Advertising Festival 
of China (2001-2008), this article discusses the status and regular features of the 
Chinese elements used in the ad creative. 
The study is divided into five parts. The exordium part defines the Chinese 
elements from the perspective of Advertising according to the clarification to the 
related documents. It also makes classification of advertisement, which laid the basic 
framework for later analysis. The second part of the research specifies the research 
methods and analysis of samples. Documentary research is adopted in this article, in 
order to clarify the definitions and categories of the Chinese elements. In addition, as 
the sample data of award-winning portfolio in International Advertising Festival of 
China (2001-2008), the article uses content analysis and case analysis to discuss the 
creative expressions of Chinese elements in the advertising works, to avoid making 
this study out of touch with reality, and trapping in a brief description on a theoretical 
level. 
The third and the fourth part are to analyze the statistical results of the sample. 
The article which sets four dimensions - the industry, the region, the type, and the 
appeal of Chinese elements, focuses on the analysis about the types and appeals of 
Chinese elements. The results show that the feature of centralization appears in the 
categories of Chinese elements application in the Advertising works. In the same time, 
the types of paintings and crafts are applied much more than other types. In the way of 
appeal, the advertising works with Chinese elements use more emotional appeals, 
which include most of humor and nostalgia appeal. In the case study, it is found that 
the Chinese elements in the creative expression of the ad have three characteristics in 
different levels: One is the participation of the Chinese elements as the props and 
background; the second is the simple transformation of the meaning; The third is 















The fifth part is the summary and reflection to the research above. There is no 
lack of classic advertising works with Chinese elements, but these works are also 
filled with a number of shallow, vulgar creative expression which most displays that it 
is simply put together the symbols of elements in the advertising creative without 
digging out the cultural meaning behind the elements, thus these advertising creative 
look kind of weakness. It is the sense of this study that How to well dig out the 
symbolic meaning of elements and apply it to creative expression in ad. 
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下，电视广告呈现出了不同的视觉化特征”（Shuhua Zhou, Peiqin Zhou，2005）。
Sonya A Grier，Anne M Brumbaugh(1999)探讨了美国亚文化导致受众在身体和思
想观念上的疏离，广告是沟通这些被疏离的受众的桥梁，要对受众所处的亚文化
体系有着系统全面的洞察，才能发挥这座桥梁的作用。此外，研究表明，中国的
X一代（年龄在 18 至 35 岁之间、高收入的消费群体）的文化价值观，推动了中
国本土广告中个人主义和现代主义价值观的演变进程，这两种价值观在以 X一代
为受众的专业杂志上表现得尤为突出，而传统主义和集体主义价值观则在电视







































响。Jae H Pae, Saeed Samiee, Susan Tai（2002）以香港消费者为分析对象，研究
发现当品牌知名度较高时，可采用标准化战略，运用国外的广告资源和商业信息
来建构品牌内涵。而当品牌知名度较低时，则应采用本土化的广告操作模式，运
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